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Tourism sector is one of the largest service sectors in the world economy  both in terms of revenues and the 
numbers of tourists involved. One of the structural problems in the Turkish tourism industry is the high level of 
labour turnover.  This study aims to explore the role and influence of attractiveness/attractivity on the 
recruitment process in the tourism and hospitality sectors.  The study particularly aims to measure the influence 
of attractiveness on the selection of job candidates by managers involved in recruitment. Particularly, the study 
aims explore to what extent managers act rationally or under the influence of Pavlovian conditioning in making 
their recruitment decisions. That is to what extent managers resort to heuristics, i.e. shortcuts regarding 
attractiveness of job applicants for backstage positions in a hotel. The study has used  a neurological data 
gathering tool, the  Eye Tracker (ET, to determine the influence of attractiveness on the recruitment decisions of 
managers in the hospitality  sector .  
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I.  INTRODUCTION  
Tourism sector is one of the largest and fastest growing industry in the world (Meyer and Meyer, 2015). 
Tourism sector comprises about 7% of the total workforce in the world and it accounts for about 10% of the 
global gross domestic product (GDP) (UNWTO, 2015).   In Turkey tourism accounts for about 5% of the total 
GDP (Turkish State Institute of Statistics, 2016). Moreover, 9% of Turkey’s total labor force is employed in the 
tourism industry (AKTOB, 2014).   
It is seen that the sector try to find solutions to the many structural problem. One of these problems is 
high labor turnover rate. The rate may vary between 26% and 300% for tourism businesses in a year (Chalkiti 
and Sigala, 2009; Woods, 1997). According Waldman et al.’s (2004) study, particularly service businesses may 
incur significant costs for the employment of new employees needed due to high labour turnover. Mistakes in 
recruitment may increase labour costs as wrong people recruited may underperform and may resign before they 
learn and become productive in their jobs.  
The cost of employee exit for a business may be as much as 1.5 times higher than the income that 
employee would bring had s/he not quitted work (Chikwe, 2009). Due to the high level labour turnover, 
businesses may find it difficult to reach the standard of service they aim to offer (Koc, 2006). The inexperience 
of staff results in dissatisfied customers and a weak brand image for the firm. As tourism and hospitality are 
highly labour-intensive industries, getting the most out of employees is of paramount of importance.  
II.  ATTRACTIVENESS AND HIRING PROCESS  
Attracting and recruiting the most appropriate candidates is a significant challenge for tourism and 
hospitality businesses. Therefore, predictors of applicants’ job choice have always been a central topic in 
research on personnel selection (Wehner, Giardini and Kabst, 2012: 601). “By nature, it is considered that good 
looking people are good in every aspect” (Subhani and Iqbal,  2012). Social psychologists have identified a 
“halo” effect of physical attractiveness leading to inferences that the attractive are more competent, confident, 
and socially skilled than the unattractive (Gupta, Etcoff and Jaeger, 2016: 1314). Dion, Berscheid  and Walster 
(1972) researched by the title “What is Beautiful is Good”, indentified the bias, which states that if someone is 
attractive, then they must be healthier and well-adjusted to everything than an unattractive person, seems almost 
universal and has been detected in a variety of different cultures (trans by. Estrada et al). 
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Physical  attractiveness  has  been  defined  as ”the  degree  to  which  one’s  physical  and  facial  image  
elicits favorable  reactions  from  others. It is  important  to  note  that  some  studies restricted  physical 
attractiveness  definition  of  attractiveness  to facial  attractiveness.  The  consistent  use  of  facial  appearance  
in  evaluating physical  attractiveness  is  justified  because the  face  has  unique  and  powerful  properties, 
which  appear  to  make  it  omnipotent  and  omnipresent” (Chiu and Babcock, 2002).  
Physically attractive individuals are seen as more likely to achieve success and more hirable as managers 
and management trainees than less attractive individuals. Physically attractive individuals receive higher offers 
for starting salary and receive higher performance evaluations (Johnson et al. 2010; Koc, 2015:119-122; Koç, 
2016:312-321). The employment interviewer's task is very complex and it has been demonstrated that 
interviewers are influenced by many variables including first impressions, ideal applicant (Gilmore, Beehr and 
Love, 1986).  So that physical  appearance  has  been  found  to  be  a  beneficial  characteristic  in both  the  
employment  process  and  in  subsequent  selection,  placement  and  promotion decisions. Attractiveness  
affects  first impressions  in  job  interviews  and as  the employment  selection  process  involves  interpersonal  
relationships,  the  attractiveness bias  may  be  activated  as  better-looking  candidates  are  preferred  over  
equally  qualified but  less  attractive  people  in  hiring  decisions (Chiu and Babcock, 2002).  
III.   LITERATURE  REVIEW 
The literature concerning marketing and social psychology emphasized the point that the receiver’s 
understanding of the message was affected by the sender in the process of communication (Alpert and Anderson, 
1973; Reingen and Kernan, 1994). Kelman (1961) proposed that the attractiveness of the sender was one of the 
factors affecting receiver’s acceptance of the message in this communication process. 
It is commonly accepted that people with an attractive face have advantages over the ones who have less 
attractive face (Zebrowitz, 1990).  For instance, in their study, Ahron et al.., (2001) showed that people paid 
more attention to attractive faces compared to others.  
According to the study of Hamermesh and Biddle, (1994) students with physical (especially face) 
attractiveness were more successful compared to their rivals without physical attractiveness. It can be claimed 
that students with better attractiveness have higher chances in getting higher grades in exams, taking the job 
offers, getting higher levels of salary, and to be elected in the elections compared to less attractive rivals. Also, 
according to many studies (Ohanian, 1991; Praxmarer, 2006), especially in the commercials of beauty products, 
actors and actresses with higher face attractiveness are ahead of their rivals in terms of persuasion effect.  Many 
other studies (Biddle and Hamermesh, 1998; Pfann et al., 2000; Hamermesh et al., 2002; Hamermesh and 
Parker, 2005; Slater et al., 2012) concluded that physical attractiveness can affect interpersonal interaction  
Most research on the role of physical attractiveness in the workplace has focused on bias in employee 
selection (e.g., Cash and Kilcullen, 1985; Watkins and Johnston, 2000, Commisso and Finkelstein, 2012). Stone 
et al. (1992) argued that attractiveness is an important factor that deserves more attention than it has received 
thus far in organizational research. In addition, several researchers asserted that although attractiveness may not 
be the most important determinant of personnel decisions, it may be the deciding factor when decision makers 
are faced with difficult choices among job applicants or incumbents who possess similar levels of qualifications 
or performance (Hosoda, Stone-Romero and Coats, 2003).  
IV.   DATA  AND  METHODOLOGY 
One of the most important tasks in tourism researches is to determine the correct methodology. Because 
determined methodology and data collection methods will be directly affect the reliability, validity and 
generalizability of the research (McGrath & Brinberg, 1983; Crouch & Housden, 2003; Zhu & Brilakis, 2009; 
Tillyer et al. 2010).  
The data obtained by asking questions to participants through traditional data  collection methods may not 
reflect the truth (Koc & Boz, 2014). This situation can be basically due to several reasons. First one is the hidden 
motives which are not aware by participants, can affect the answers.  Second, participants tend to be giving the 
answers that people want to hear because of impression management motion or social interaction (Koc & Boz, 
2014a; Goffman, 1959). For this reason the Eye Tracking device which is a part of medical data collection is 
decided through the data collection process. 
 
Data gathering 
For the study data were obtained from 17 right handed 4 and 5 star hotel managers between 26th May and 
02nd June, 2016 in Bodrum and Didim. The ages of the participants ranged from 23 to 52 (mean 38,47 years) 
years old. Of the 17 participants 11 of them were males and 6 of them were females. 
All subjects voluntarily participated in the experiment. The participants had no previous history of any 
psychiatric, psychological and neurological disorders. Before starting of the experiment, the procedure of the 
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study and the Eye Tracker device were briefly explained to the participants. 17 participants can be considered to 
be a minimal for conventional data collection method. However there have been several neuro marketing studies 
conducted with less than 30 participants (Hedgcock  et al.,  2012;  Valenzi  et al.,  2014;  Dimpfel,  2015;  Falk et 
al.,  2015;  Menéndez, 2015). 
 
The Task and Experimental Procedure 
Accounting chief and warehouse clerk positions were selected specifically to show the curricula vitae of 
the candidates because these positions do not require physical beauty. Equal numbers of male and female 
curricula vitae (4 for each) were shown to accounting chief and warehouse clerk, with a total of 8 curricula vitae. 
The managers rated candidates for each position from the most likely candidate to take the job to the least likely 
one.  
The photos in the experiment were gathered from two sources. One photo (female candidate no. 3) 
gathered from http://www.freedigitalphotos.net/, stock photos, Image ID: 100171666. The remaining seven 
photos were gathered from Chicago Face Database, Version 2.02. The attractiveness and the level of beauty of 
the candidates were determined by the 152 people.   
The participants prepared their curricula vitae by changing roles. According to this role changing process, 
the most attractive candidates prepared their curricula vitae as if they had the least experience; the least attractive 
ones did as if they had the most experience. 4 female candidates for accounting chief and 4 male candidates for 
warehouse clerk’s resumes were shownshown to participants side by side on the screen. Data was collected with 
the previously mentioned devices simultaneously during the test. Experiment paradigm and procedure are shown 
in Table 1. 
















































Total: 420 Seconds 
Abbreviations: Acc.= Accounting, Eval.=Evaluation, War.= Warehouse 
V.   EMPIRICAL  ANALYSIS 
Eye Tracker devices measure and collect data on visualization of specific stimuli. Heat or attention maps 
showthe number of fixations participants made in a specific areas of the image or for how long they fixated 
within that area. Moreover heat maps are indicators of a participant’s focus, with red labeled areas suggesting a 
high number of gaze points (increased level of attention), followed by yellow and green. On a heat map red color 
denotes a highest number of fixations or the longest time and green denotes the least, with varying levels in 




Figure1: Eye Tracker Heat Map 
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Figure 1 shows the heat map data collected by the Eye Tracker device. Heat map results show that, the 
participants look more the candidate's’ work experience. In the second place, the participants look the certificates 
of candidates. Table 2 and Figure 2 show the fixation count of participant’s area of interest  
Table 2: Eye Fixation Data 
Area of 
Interests (AOI) 














Picture 44 27 83 82 59 
Age 8 13 14 8 10,75 
Education 12 24 19 13 17 
Experience 49 92 105 113 89,75 
Language 9 5 9 11 8,5 
Computer Skills 22 33 17 22 23,5 


















Picture 67 34 31 53 46,25 
Age 5 7 3 15 7,5 
Education 11 21 10 18 15 
Experience 71 179 64 172 121,5 
Language 9 19 8 23 14,75 
Computer Skills 27 51 14 52 36 
Certificates 25 69 6 83 45,75 
 
As seen at Figure 2 and Table 2. the participants looked at the warehouse clerk candidates’ working 
experiences most (avg.= 89,75 view). The second looking portions were candidates’ photos (avg. 59 views). 
However the at least viewed portion was language knowledge (avg. 8,5 view) and age (avg.= 10,75 view).  
It can be seen that women candidates' experiences (mean 121,75 view) were the most important factor in 
determining participants' decisions in recruitment which were followed by candidates' photographs (mean 46,25 




Figure2: Fixation Count of Participant’s Area of Interest 
 
According to the results of studies examining the candidates will work as general manager of the hotel it 
seems they decide rationally. Results also show that attractiveness do not play an important role in the 
recruitment process. 
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VI.   CONCLUSION 
This study aims to explore to influence of attractiveness on the recruitment process in the tourism and 
hospitality sector with the help of   eye tracker (ET) devices.  
According to the findings, firstly, it can be deduced that hotel managers are more concerned with 
candidates’ work experience rather than their attractiveness while they examine their curriculum vitae. Similar 
results can also be seen in the results of the study of Gilmore, Beehr and Love (1986). 
However, it is also obvious that, secondly, hotel managers look at the photographs of the candidates while 
examining their curriculum vitae in order to employ them. Specifically, hotel managers are found to look at the 
most attractive candidate’s face two times more compared to other unattractive ones during the process of 
women candidate selection. Thirdly, it can be seen that hotel managers go over candidates’ certificates. 
As a final remark, it may be suggested that candidates write their work-related experience in the 
beginning part of their curriculum vitae. Moreover, candidates who receive extra certificates during their 
university life may have advantages over their rivals by having more attractive curriculum vitae. Especially 
newly graduates may have problems with work experience. They may fill this gap with qualified certificates in 
order to decrease this disadvantage.  
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